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As a rule of thumb, innovative services typically do not make it beyond the early market of technology enthusiasts (e.g., Moore 2002) . Ample research in the field of marketing has focused on what makes visionaries and pragmatists adopt an innovative service, that is, cross the proverbial "innovation chasm" (Moore 2002) . Although the importance of investigating technology characteristics is widely acknowledged in the literature (e.g., Davis, Bagozzi, and Warshaw 1989) , several authors point to the relevance of studying consumer-related factors as well (e.g., Meuter et al. 2000) . Recent studies in both the technology acceptance literature (Venkatesh and Davis 2000) and innovation research (Plouffe, Vandenbosch, and Hulland 2001) have emphasized the need to expand traditional adoption theory by including image as a relevant factor in the adoption process. Whereas these previous
We would like to thank the editor and three anonymous reviewers of the Journal of Service Research for their constructive feedback allowing us to develop a better paper. We would also like to thank Philipp Graf von Bassewitz for his help in the data collection. All authors have contributed equally to the article. Correspondence concerning this article should be addressed to Mirella Kleijnen, Vrijestudies focus solely on the image of the product or service innovation, Schlosser (2002) suggested that the use of mobile technology is dependent on the consumer's selfidentity, as the use of such technology allows the consumer to express who he or she is. This seems especially relevant for the study at hand, which examines a new service category called mobile commerce. Mobile commerce refers to services that are delivered via wireless technology, by means of mobile devices, such as a mobile phone, and can be consumed anywhere and at any time (Balasubramanian, Peterson, and Jarvenpaa 2002) . The importance of self-image in the adoption of mobile services is also illustrated in practice. For example, when Nokia replaced the old 9110 Communicator with the Communicator 9210i, the advertising focused on the benefits to image and status that users would enjoy from association with the new model. Rather than communicating technology features, Nokia focused on communicating perceived benefits, such as the match between the services the Nokia communicator delivers and the consumer's lifestyle or image. Why this change in communication strategy? Research has found that consumers often prefer brands and stores with images that are consistent with their self-image (e.g., Sirgy 1982 Sirgy , 1985 . In the literature, this phenomenon is referred to as the image congruence hypothesis (e.g., Grubb and Grathwohl 1967) . Because consumers may buy brands that can create and enhance self-image (i.e., how a consumer actually sees himself or herself), we suggest that image congruence plays a crucial role in the consumer adoption process. The serious need for new knowledge in this area is reflected in the Marketing Science Institute's research priorities, 1 which define the interplay between users and image as a subtopic of significant interest.
In this article, we examine image and innovation adoption in the context of consumer usage situations. Several studies in the field of consumer behavior illustrate the impact of the consumer's surroundings on decision making. For example, Graeff (1997) suggested that certain products or brands are consumed in a particular situation because the consumption of these items bestows on the user a certain image. Therefore, we suggest that the consumer's usage situation has an effect on the decision of whether to adopt mobile services. Previous research regarding image has investigated private versus public brands and/or products (e.g., Schmitt and Shultz 1995) , where private relates to situations in which consumers are isolated and public to situations in which consumers are in proximity to others. This seems particularly relevant when studying the adoption of mobile services. Due to the ubiquity of mobile services (Balasubramanian, Peterson, and Jarvenpaa 2002) , they can be consumed in a number of different consumption situations. The customer is in complete control of the decision as to when, what, and particularly where services are consumed, implying that these services can be used in private as well as public situations.
The objectives of this article, therefore, are (a) to test the image congruency theory in the adoption of an innovative service and (b) to investigate the effects of consumption situations on attitude and intention to adopt an innovative service. The article is organized as follows. First, we present an overview of the literature regarding image. Second, we discuss our first experiment that focuses on the effects of image congruence and the effects of private versus public situations. A second experiment is then conducted to confirm and extend the findings of the first experiment. Finally, the implications of the findings are discussed.
LITERATURE REVIEW
As image is central to this study, and because it has been discussed and studied in the services marketing and in the adoption literature, the following section provides a brief summary of relevant literature.
Image, Decision Making, and Adoption
According to Olson (1972) , an object's image can be an extrinsic information cue and may influence customer choice and adoption. In this respect, image becomes an issue of attitudes and beliefs affecting awareness and recognition (Aaker 1991) , customer satisfaction, and consumer behavior (Fornell 1992) . As customers receive new information or have new experiences pertaining to an object, this information will act as an input to either maintain or update (be it positively or negatively) their perceptions and attitudes toward the object.
In adoption research, image has been implicitly included in the factor of relative advantage. For example, Rogers (1995) indicated that one aspect of relative advantage is most certainly image. However, Tornatzky and Klein (1982) , contrary to previous studies, found support for separating the constructs of image and relative advantage. Similarly, Chau (1996) has recognized that the desire to gain social status might be one of the most important motivations for a consumer to adopt an innovation. Following this line of reasoning, we argue that image should be recognized as a construct in itself, distinctly different from traditional adoption drivers such as relative advantage.
We take this thought one step further by incorporating image congruence as a relevant adoption criteria. Martineau (1958) was one of the first to propose that a consumer exhibits a preference for a store that has a personality consistent with the consumer's image of himself or herself. Specifically, the attitudes or purchase intentions toward a product or service seem to be highly dependent on the extent to which these products or services display similarities to the consumer's image of himself or herself, also referred to as the self-image (Graeff 1996) . Onkvisit and Shaw (1987) suggested that this self-image is significant and relevant to the study of consumer behavior, as many purchases made by consumers are directly influenced by the image individuals have of themselves. The fit between the self-image and the service image has been defined as the image congruence hypothesis (Grubb and Grathwohl 1967) . Despite its intuitive logic, numerous studies report inconclusive findings concerning this relationship (cf. Hogg, Cox, and Keeling 2000) . In addition, research on image congruence within a service context is virtually nonexistent. In the context of innovative services associated with lifestyle products (i.e., mobile phones), the investigation of image congruence seems to be particularly relevant. Services by definition are intangible, which makes them difficult to evaluate. Signals relating to, for example, added value or trustworthiness become crucial, especially in the case of innovative mobile services, where information is limited in comparison to other services. Consequently, the current study aims to clarify the impact of image congruence on consumer adoption by focusing on the creation of consumer attitudes toward mobile services as well as the intention to use these services.
Both attitudes and intentions have been recognized as central constructs in the adoption process. Ajzen and Fishbein (1980) indicated that attitude is one of the focal constructs to be included when studying intentional behavior. According to Graeff (1996) , a consumer's selfconcept can be used to influence attitudes and purchase decisions. Creating an image of a product or service that compares favorably with the image of the consumer will positively influence his or her attitude toward the product or service (e.g., Sirgy and Ericksen 1992) . Other researchers have suggested direct effects of image perceptions on consumer choices (e.g., Plouffe, Vandenbosch, and Hulland 2001) . Therefore, we consider both attitudes and intentions as relevant dependent variables in our research.
Finally, usage situations are taken into account. Previous studies have indicated that usage situations have a considerable effect on consumer decision making (e.g., Belk, Balm, and Mayer 1982) . As the role of image congruence might be different for consumers depending on their usage situation (e.g., Graeff 1997; Hogg, Cox, and Keeling 2000) , we believe that there is a distinction between private and public situations. This assertion is consistent with literature pertaining to categorization (i.e., members fall within fuzzy boundaries) and stereotyping (i.e., the dynamic process through which social groups make sense of and pursue their identity-related goals within intergroup contexts). Therefore, we investigate the role of the usage situation and its direct impact on consumer attitudes and intentions, as well as the joint effect of image congruence and usage situation. In the following section, we explain the first study we conducted, investigating the role of image congruence and the impact of private versus public usage situations.
HYPOTHESES DEVELOPMENT
A substantial amount of literature has been devoted to the role of image congruence in consumer decision making (e.g., Hogg, Cox, and Keeling 2000) . The main message that can be derived from this research is that image congruence is a relevant factor to consider. Another stream of relevant literature we draw on is self-brand connections. According to studies in this field, consumers tend to make decisions that are consistent with their existing selfconceptions. Self-brand connections can be explained as the extent to which individuals have incorporated a brand into their self-concept (Escalas and Bettman 2003) . When brand associations are used to form the consumer's selfimage or to communicate this self-image to others, a strong connection is developed between the brand and the consumer's self-identity. Subsequently, this has a positive effect on consumers' evaluations of the brand (Homer and Batra 1997) . Consumers are more likely to adopt innovations that display a good fit with their own values, beliefs (Rogers 1995) , and lifestyle (Kleijnen, de Ruyter, and Wetzels 2004) . This idea is similar to that of Grubb and Grathwohl (1967) , who linked the individual's selfconcept with the symbolic value of consumer purchases. Therefore, consumers may rely on image congruence as a signal and decide whether to adopt an innovation contingent on the level of congruence. This is particularly relevant for mobile services. Due to the unique advantages of mobile commerce (Kleijnen, de Ruyter, and Wetzels 2004) , mobile services are considered more personal than any other form of remote service delivery. This also suggests a need for a fit with the self-image, as m-commerce is indissolubly connected to its users. This notion is confirmed by Schlosser (2002) , who stated that the use of wireless technology is highly related to the consumer's self-identity and the extent to which wireless innovations fit to this self-identity. Therefore, a match between the image of mobile services and the consumer's self-image seems crucial for attitude formation and the adoption decision. Consequently, we suggest the following hypothesis:
Hypothesis 1: Consumers who perceive high image congruence will experience innovative, wireless ser-vices more positively than consumers who experience low image congruence in terms of (a) attitude and (b) intention to adopt.
Past studies of image have identified image as a multidimensional construct (for an overview, see Sirgy 1982) . Several researchers have recognized self-image as a twofold concept: the actual self-image-how an individual sees himself or herself-and the ideal self-image-how he or she would ideally wish to be seen. Onkvisit and Shaw (1987) argued that researchers should make an explicit specification and justifiable reasoning for selecting a particular self-component. The merit of differentiating between types of self-concepts has been validated by several studies (e.g., Dolich 1969; Landon 1974) . On the basis of these studies, it has been concluded that some preferences are associated with the actual self-image, whereas others display stronger correlation with the ideal selfimage (Onkvisit and Shaw 1987) . The underlying reason for this difference originates from the consumption situation, where some services are typically consumed in a private situation and other products most often in a public situation. In other words, "The self is a collection of masks each tied to a particular set of social circumstances" (Sirgy, Grewal, and Mangleburg 2000) . Previous research has investigated these effects by focusing on, for instance, private and public brands. However, in these studies, it was possible to differentiate brands to represent either the private or the public brand. With mobile services, this type of distinction cannot be made. The elimination of geographic and time-related boundaries is regarded as the key advantage of mobile services (Balasubramanian, Peterson, and Jarvenpaa 2002) by companies and consumers. This implies that mobile services can and will be consumed in different types of situations, that is, private and public. Moreover, earlier research (Graeff 1997) has also indicated that consumers reveal strong similarities between actual and ideal self-image, and different effects of the actual versus ideal self-image congruence are hardly distinguishable. Therefore, we hypothesize the following:
Hypothesis 2: In the adoption of innovative, wireless services, actual self-image congruence and ideal self-image congruence will have an equally strong (positive) effect on (a) consumer attitude and (b) intention to adopt.
Besides image congruence, we also investigated the effects of usage situations on consumer adoption of innovative services. Research has demonstrated how consumers exhibit different preferences in different consumption situations (e.g., Hogg, Cox, and Keeling 2000) . Research in both psychology and marketing has confirmed the need for understanding situational contexts, which allows us to considerably enhance the ability to explain, predict, and control behavior (Schmitt and Shultz 1995) . Social identity theory (Tajfel and Turner 1986) suggests that consumers are inclined to let their choice be determined by the social groups surrounding them in order to gain social acceptance of peer groups considered relevant (Chau 1996; Graeff 1997 ). In addition, the self-monitoring literature suggests that self-enhancement is dependent on the product or brand being a publicly recognized symbol (Belk, Balm, and Mayer 1982) . Snyder and Gangestad (1986) suggested that some people are more sensitive to adapting to social contexts (self-monitoring). Whereas people described as low self-monitors are said to rely on dispositional information and direct their behavior internally, high monitors rely on situational information to direct their behavior externally (Snyder 1979) . The theory of self-monitoring therefore suggests that consumers make different decisions in different situations and that these decisions are particularly dependent on who is surrounding them.
In earlier research, the distinction between private and public situations has been made repeatedly (Dolich 1969; Graeff 1996 Graeff , 1997 . In a private situation, consumers are not surrounded by others and, therefore, do not experience any social pressure. Conversely, consumers will be influenced by their surroundings in a public setting to a large extent. Previous research has recognized social pressure as a usage motivation (e.g., Karahanna and Limayem 2000) . Generally, mobile phones and user extensions, such as mobile services, are described as innovative (Kleijnen, de Ruyter, and Wetzels 2004) , trendy (BBC 2000) , and social (Jarvenpaa et al. 2003) , implying a positive public opinion toward mobile services. Consequently, consumers might evaluate mobile services more positively in a public setting due to group influences. Finally, in Fishbein and Ajzen's (1975) theory of reasoned action and Bagozzi and Warshaw's (1990) theory of trying, the importance of subjective norms (or social beliefs) in consumers' decisionmaking processes is discussed. Numerous studies have confirmed the idea that consumers are heavily influenced by their surroundings when evaluating products or services (e.g., Karahanna and Limayem 2000; Venkatesh and Davis 2000) . On the basis of the previous discussion, we posit the following:
Hypothesis 3: Consumers in a public situation will evaluate innovative, wireless services more positively than consumers in a private situation in terms of (a) attitude and (b) intention to adopt.
Although studies on the image congruence hypothesis have been generally supportive, there is no extensive body of research that has examined variables interacting with image congruence (Graeff 1996) . According to Schmitt
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and Shultz (1995), the impact of situational variables on consumer preferences seems particularly relevant for products or services that are typically recognized as image enhancers. In fact, consumers might find it more important to bestow a particular image on themselves in certain situations than in others. However, the various situations in which this phenomenon might occur are only developed to a limited extent.
Consumers in a private situation (e.g., at home) have a lesser need to portray a strong image. Consequently, image congruence will not have such an influential role when compared to public situations. In contrast to the private situation, we argue that in a public situation, consumers often seek to profile themselves in a certain environment to create an identity of social presence (Grewal, Mehta, and Kardes 2000) . Consequently, in cases of high congruence, consumers' attitudes and intentions to use innovative services in public situations will increase, due to the opportunity to express their image to others. Consequently, the following hypothesis is developed:
Hypothesis 4: Consumers in a public situation experiencing high image congruence will evaluate innovative, wireless services more positively than consumers in a private situation experiencing high image congruence in terms of (a) attitude and (b) intention to adopt.
To test our hypotheses, an experiment was conducted. The following section discusses the details of the research design and presents our findings.
EXPERIMENT 1 Research Context
According to Barwise and Strong (2002) , the mobile channel is an extremely personal medium that consumers carry with them at all times, and optimistic forecasts claim that mobile Internet will develop into a pervasive element of everyday business and personal life. Rapid advances are being made, especially with regard to wireless financial services (Barnard et al. 2001; Viquez 2001) . Several banks have launched initiatives to create wireless opportunities for their customers. For example, a large European bank (www.postbank.nl) gave out 500.000 Wireless Application Protocol (WAP)-enabled mobile phones to their customers, enabling them to use mobile banking services. However, at this time, the market seems to be more supply than demand driven. Although some consumers have expressed interest in interacting with service providers via remote channels (Adriaenssens 2001) , the wireless delivery of banking services is not yet accepted by the majority of consumers (Adrian 2001) . The reason for this might be that companies have stressed the functional aspects of mobile services as the key advantage, thereby neglecting the social value that can be derived from mobile services. Consequently, the image of mobile services could affect a consumer's decision as to whether to adopt such services. This has also been acknowledged by Becker, Mutschler, and Christi (2002) , who emphasized the need for financial service providers to create favorable images for new banking channels in order to be successful.
Experimental Design
We conducted a between-subjects experiment to examine whether there is a relationship between image congruence and attitudes toward the use of mobile services as well as the intention to adopt these services, manipulating only the situation that participants were assigned to. Before the situation was presented, participants were asked to fill out a questionnaire containing questions related to the image of mobile banking, their actual selfimage, and their ideal self-image. Following this, a particular consumption situation was presented to them (private or public). Participants were randomly assigned to a scenario (see Figure 1) . The respondents were then asked to imagine themselves in that situation and answer questions concerning their attitudes and intentions to adopt. To assess whether these scenarios reflected the intended state of mind, manipulation checks were added (Perdue and Summers 1986) .
The scenarios were subjected to a qualitative pretest in which 20 respondents were asked to critically evaluate the scenarios in terms of clarity and realism. The interviews resulted in only minor adaptations of the scenarios, related to fine-tuning sentence formulations rather than radical changes in content.
Questionnaire Development
We employed a series of semantic differential scales to measure the various types of image, as this has been recognized as the most popular technique for this type of study (Graeff 1997) . The dimensions were adapted partly from Graeff (1997) and expanded with relevant dimensions based on a review of domain-specific (i.e., mobile services) literature. These dimensions were evaluated and discussed extensively by means of individual interviews with 20 respondents, evaluating both the clarity and the relevance of the image dimensions. The resulting dimensions are reported in Table 1 . These dimensions were used to measure three types of image: image of wireless finance, the actual self-image of the respondent, and the ideal self-image of the respondent. Attitudes toward using Kleijnen et al. / IMAGE CONGRUENCE 347 mobile services as well as the intention to adopt mobile services were included as the relevant dependent variables in our study (see Table 1 ).
Sample
Respondents were approached on the streets of midsize cities in a small European country, during a fourteen-day period that included weekdays, weekends, and different hours of the day. In our sample selection, we employed the following selection criteria: possession of mobile phone, acquaintance with mobile technologies such as WAP, and familiarity with brokerage (meaning that they are knowledgeable about stock trading and have personal experience with trading stocks). These qualifications were necessary in order for the respondents to understand the scenarios presented to them. Questionnaire completion was obtained by means of personal interviews. In total, 298 people were approached, of which 29% were not willing to participate or did not fit the selection criteria. After screening the questionnaires for incompleteness and abnormalities (Tabachnik and Fidell 1996) , a usable sample of 209 respondents was obtained, which were randomly assigned to a scenario (104 private respondents vs. 105 public respondents). The sample contained 49% women and 51% men and a broad range of age categories: younger than 25 years: 26%, 25 to 40 years: 26%, 41 to 55 years: 26%, and older than 55 years: 22%.
2
RESULTS
Manipulation Check
Manipulation checks were performed to assess whether the intended manipulations were understood by the respondents. Bipolar scales ranging from 1 to 7, where 4 represents the neutral point ("this situation can be described as a public situation" vs. "this situation can be described as a private situation") were used to measure the respondents' evaluation of the situation. The results of the manipulation
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Base Scenario
You have put aside some money every month for a number of years and saved a considerable amount. Because the return on your savings account is very low, your financial adviser has suggested that you invest the money in stocks. You have followed his advice.
Situation Manipulation
Private: You are sitting at home in front of the television with nothing special on TV. In this situation, you receive an SMS from your financial adviser. He is advising you to buy certain stocks now, because of the real time developments that are occurring on the stock exchange market. You can execute the transaction he has proposed via your mobile phone by using the mobile transaction services. If you decide to execute the transaction, you will later receive an SMS with the details of the transaction.
Public: You are sitting in a lounge, surrounded by strangers. You do not know any of the people around you. In this situation, you receive an SMS from your financial adviser. He is advising you to buy certain stocks now, because of the real time developments that are occurring on the stock exchange market. You can execute the transaction he has proposed via your mobile phone by using the mobile transaction services. If you decide to execute the transaction, you will later receive an SMS with the details of the transaction. If you decided to use your mobile phone to execute the transaction, the people around you would notice that you use these mobile services. 2. Similar patterns were found within each subsample, leading to no significant differences between subsamples. checks strongly suggested that there were differences between the private and public situations, F(1, 207) = 1,269.126, p < .001.
Measuring Congruence
In line with previous research (Graeff 1996 (Graeff , 1997 , the overall difference score reflecting degree of congruence between mobile services and self-image was calculated with a general Euclidean distance model:
, where D = overall difference score reflecting degree of congruence between service and self-image i = a particular personality image dimension P i = perception of the mobile service on image dimension i S i = perception of self on image dimension i A small (large) difference indicates a high (low) degree of similarity between the mobile service and self-image.
First, we investigated the effect of different types of image congruence (actual and ideal) on the dependent variables in different situations. These relationships were examined using correlation analysis. Table 2 presents the correlations between image congruence (self and ideal) and attitudes and intentions.
The significant correlations indicate that image congruence had a significant positive relationship with the variables defined (remember that the congruence score is similar to a reversed scale, therefore the negative correlation actually implies that when the congruence increases, the intention to adopt increases). Based on these results, actual as well as ideal self-image have a significant influence on attitudes (Hypothesis 1a) and intentions to use (Hypothesis 1b).
Although there seem to be some (marginal) differences between the image congruence correlations in the various situations, these differences are rather small, as was expected (Hypothesis 2). To test the differences between correlations, several authors have suggested Hotelling's T 1 as an appropriate tool (e.g., Ferguson 1976) . However, according to Steiger (1980) , this test is not to be used, as the underlying assumptions regarding distributions are often not met. Therefore, Steiger suggests other methods, of which the T 2 statistic developed by Williams (1959) is considered the most optimal solution. Comparing the correlations based on the T 2 statistic reveals that there are actually no statistically significant differences between the correlations for actual and ideal congruence (all p values > .05). Therefore, we can conclude that both types of image congruence have a significant effect on the Kleijnen et al. / IMAGE CONGRUENCE 349 Considering these results and the high correlation between actual and ideal congruence (r = .92, p < .01), we will examine the joint effects of (actual and ideal) image congruence and consumption situation on attitudes and intentions to adopt in the following analysis. This is in line with the suggestions of Graeff (1997) . We calculated the average of actual and ideal image congruence and used this variable of "overall" image congruence as a covariate in our further analysis.
Testing Assumptions
Considering the large sample size and the robustness of MANOVA to departures from multivariate normality (Tabachnik and Fidell 1996) , violations of multivariate normality are not expected to be severe. Inspection of the histograms, normal-probability plots, skewness, and kurtosis for each dependent measure for each cell showed some departures from normality. However, skewness and kurtosis are well within the expected values (Hair et al. 1995) . Moreover, in larger samples of 100 or more cases, the impact of departures from normality disappear (e.g., Tabachnik and Fidell 1996) . Consequently, MANCOVA has generally been shown to be robust against violations of the multivariate normal distribution, and therefore we continued the analysis maintaining the variables in their original form. Moreover, MANCOVA assumes linear relationships among all pairs of dependent variables in each cell, as a deviation of this assumption would lead to a reduction in power of the statistical tests. Plotting the dependent variables indicates a clear presence of linear relationships. The same procedure was conducted to inspect whether the same holds true for correlations of the covariates with the dependent measure(s). As this is the case, the inclusion of image congruence as a covariate is appropriate. Finally, applying MANCOVA would be superfluous in case the dependent variables are uncorrelated, therefore the correlation between attitude and intention to adopt was evaluated as significant (r = .72, p < .01).
MANCOVA: Private Versus Public
To test our hypotheses, we conducted a MANCOVA. The results are reported in Table 3 .
Research concerning the robustness of the statistics available for MANCOVA has proposed the Pillai-Bartlett trace criterion (V) as the most robust statistic for general protection against departures from multivariate normality and homogeneity of variance-covariance matrices (Tabachnik and Fidell 1996) . The results of this test indicate significant results for the interaction effect, V = .237, F(2, 204) = 31.725, p ≤ .001, as well as significant effects for situation, V = .059, F(2, 204) = 6.366, p = .002, and image congruence, V = .515, F(2, 204) = 108.229, p < .001.
In addition to our hypothesized model, we investigated an alternative model. In this model, we used the image of the wireless services as an independent variable instead of image congruence, as past literature has indicated that this image in itself might explain attitude formation as well as consumer intentions (see our discussion: "Image, Decision Making, and Adoption"). This alternative model, however, yielded a very low R 2 adjusted for both attitude (adjusted R 2 = .065) and intention (adjusted R 2 = .021). This leads to the conclusion that our original model provides a better explanation for the role of image with regard to attitudes and intentions. To further investigate our hypotheses we used univariate analyses. The results of the omnibus ANCOVA tests are presented in Table 4 . Moreover, the cell means for the interaction between image congruence and situation are depicted in Figure 2 .
It should be pointed out that in case of significant interaction effects, the main effects in themselves do not fully explain the results of our experiment and should be interpreted in light of the interaction effect (Keppel 1991) . Therefore, we start by interpreting the interaction effects first. With regard to attitude toward wireless finance (Table  4) , the test indicates significant results for the interaction effect, F(1, 208) = 64.054, p < .001, η 2 = .230. However, looking at the means presented in Figure 2 , the results indicate that the type of consumption situation had a significant effect on attitudes only for the participants exhibiting low overall congruence, whereas the attitudes for participants with high overall image congruence did not differ between situations. Therefore, although the interaction effect is present, Hypothesis 4a is not supported.
The main effect of the situation, although significant (Hypothesis 3a), is relatively weak, F(1, 208) = 12.284, p = .001, η 2 = .057, which is not surprising considering the interaction effect we found. The results for image congru- Kleijnen et al. / IMAGE CONGRUENCE 351 ence, F(1, 208) = 186.849, p < .001, seem to suggest that the main effect of image congruence should not be overlooked (Hypothesis 1a) as the partial effect size is highest for this effect (η 2 = .477). In light of the significant interaction effect, however, the evidence of the ANCOVA alone is not conclusive. Therefore, we conducted additional tests to inspect the main effects without the inclusion of the interaction effect (Jaccard, Turrisi, and Wan 1990) . Oneway ANOVAs were conducted with attitude as a dependent variable. These analyses also provided support for the main effect of image congruence, F(37, 171) = 2.08, p = .005, suggesting in line with Hypothesis 1a that participants with a high overall congruence exhibited a more favorable intention to adopt than participants with a low overall congruence. In addition, we found a main effect of the situation, F(1, 207) = 12.284, p < .001, as attitudes were significantly higher in the public situation compared with the private situation, supporting Hypothesis 3a.
The general pattern of the means for intention to adopt displays great similarity to that of the means for the attitudes. Again, the interaction effect, F(1, 208) = 24.727, p < .001, was significant (Table 4) . Also, in this case, the results reveal that the type of consumption situation only influenced the intention to adopt wireless finance for the participants exhibiting low overall congruence, whereas the intention for participants exhibiting high overall congruence did not differ between situations. This result does not support the expected interaction effect, therefore we cannot accept Hypothesis 4b. Again, the ANCOVA suggests significant main effects for image congruence, F(1, 208) = 125.536, p < .001, and situation, F(1, 208) = 5.044, p = .026. Participants with a high overall congruence exhibited a more favorable intention to adopt than participants with a low overall congruence. Moreover, intention to adopt was significantly higher in the public situation compared with the private situation. To further investigate these effects, the one-way ANOVAs are inspected for image congruence, F(37, 171) = 5.928, p < .016, and situation, F(1, 207) = 3.077, p < .001). Based on these results, both Hypothesis 1b and Hypothesis 4b are supported. To ensure correct interpretation of our results, we also posed an open question to our respondents as to what motivated their choices in the current scenario. After careful screening, we were able to determine five broad answer categories: novelty, fit with personality and/or style, social surroundings, control, and convenience. In the private situation, "fit with personality and/or style" was mentioned most frequently (73% mentioned this as one of the reasons), whereas in the public situation, social surrounding was the most dominating motivator (85%). This suggests that our interpretations of the results are correct.
The results we found are only partially supported by the literature discussed. Moreover, this study does not define any particular group in the public setting. To further investigate the effects of image congruence and usage situation, we conducted a second experiment where a more refined insight into the effects of the public setting is given.
SIGNIFICANT OTHERS: FRIENDS VERSUS COLLEAGUES
Whereas the first study merely investigates the effect of the presence of others, this study investigates the type of others that are of influence. Members of a social group are defined on the basis of their similarities or differences with a particular group (Graeff 1997; Tajfel and Turner 1986) . To validate our findings and to further refine the effects of the public surroundings, we investigated the effects of particular groups of significant others (Shah 2003) , namely, friends and colleagues. Previous adoption research has focused on either investigating friends (e.g., Grewal, Mehta, and Kardes 2000) or colleagues (e.g., Karahanna and Limayem 2000) . It seems particularly relevant to include both groups when studying mobile service adoption. Due to the ubiquity of mobile services (Balasubramanian, Peterson, and Jarvenpaa 2002) , they can be consumed in different consumption situations, dissolving traditionally predefined borders between leisure time and work (Kleijnen, de Ruyter, and Wetzels 2004) .
Friends are recognized as people who are known intimately, whereas coworkers are people who are known at a more superficial level. We therefore expect the social influence of friends to be stronger than the influence of colleagues. Moreover, many of the mobile services offered are based on interactions and social networks with friends rather than with colleagues. This leads to the following hypothesis:
Hypothesis 5: Consumers in a "friends" situation will evaluate innovative, wireless services more positively than consumers in a "colleagues" situation in terms of (a) attitude and (b) intention to adopt.
Also, in this study, we expect an interaction effect between image congruence and the usage situation. However, the results of our previous experiment indicate a different interaction than we hypothesized. It seems that consumers experiencing low congruence are influenced by their surroundings instead of consumers with high congruence. The reason for this might be that consumers feel a need to express an image that is not their own (by means of mobile service use) in order to gain social approval of their environment. This is in line with Herr, Kardes, and Kim (1991) , who stated that signals from the consumer's surroundings overrule other negative information. Because friends are known intimately, there is no reason to portray 352 JOURNAL OF SERVICE RESEARCH / May 2005 a certain image. Colleagues, however, might pass judgment, and therefore clear profiling might be necessary in order to gain a certain position in this particular group setting. Therefore, the following hypothesis is formulated:
Hypothesis 6: Consumers in a "colleagues" situation experiencing low image congruence will evaluate wireless services more positively than consumers in a "friends" situation experiencing low image congruence in terms of (a) attitude and (b) intention to adopt.
Again, we test our hypotheses by means of an experiment.
EXPERIMENT 2
The design and procedure for Experiment 2 are identical to those of Experiment 1. The objective of this experiment is to (a) replicate our findings concerning the relationship between image congruence and attitude toward mobile services and the intention to adopt and (b) investigate if a particular group of people (friends vs. colleagues) surrounding the consumer have an influence on these relationships. The situations are presented in Figure 3 .
The colleagues' scenario mainly differs on the description of the people surrounding the respondent: "Imagine you are in your office and colleagues are present." Furthermore, these colleagues were described as "casual acquaintances." Again, these scenarios were presented to 20 respondents, who critically assessed clarity and realism of both scenarios. In addition, in this case, the scenarios were adjusted in terms of clarity rather than actual content.
The questionnaire contained the same items as the previous experiment. The coefficient alphas are again reported in Table 1 . The sample, which was retrieved in a similar way to the first experiment (number of people contacted was 305, actual participation rate 67%), consisted of 102 respondents for the friends scenario, and 102 respondents for the colleagues scenario. The sample consisted of 49% women and 51% men and can be characterized as follows in terms of age: younger than 25 years: Kleijnen et al. / IMAGE CONGRUENCE 353 
Base Scenario
Situation Manipulation
Friends: You are in a lounge with your friends. You have known each other for years and do not have any big secrets from one another. In this situation, you receive an SMS from your financial adviser. He is advising you to buy certain stocks now, because of the real time developments that are occurring on the stock exchange market. You can execute the transaction he has proposed via your mobile phone by using the mobile transaction services. If you decide to execute the transaction, you will later receive an SMS with the details of the transaction. If you decided to use your mobile phone to execute the transaction, your friends would notice that you use these mobile services.
Public: You are in a lounge with your colleagues. You recently got a new job, so your colleagues do not know you very well. In this situation, you receive an SMS from your financial adviser. He is advising you to buy certain stocks now, because of the real time developments that are occurring on the stock exchange market. You can execute the transaction he has proposed via your mobile phone by using the mobile transaction services. If you decide to execute the transaction, you will later receive an SMS with the details of the transaction. If you decided to use your mobile phone to execute the transaction, your colleagues would notice that you use these mobile services. 25%, 25 to 40 years: 27%, 41 to 55 years: 25%, and older than 55 years: 23%.
3
RESULTS
Manipulation Check
Bipolar scales ("situation where I am surrounded by friends who know me well" vs. "situation where I am surrounded by colleagues who do not know me very well") were used to measure the respondents' evaluation of the situation. The results of the manipulation checks strongly suggested that there were differences between the friends and colleagues situation, F(1, 202) = 489.394, p < .001.
Measuring Congruence
Again, the overall difference score reflecting degree of congruence between service and self-image was calculated with a general Euclidean distance model. To validate our findings from the previous study, we again investigated the effect of different types of image congruence (actual and ideal) on the dependent variables in the two situations. Table 5 presents the correlations between image congruence (actual and ideal) and the dependent variables.
Based on these results, actual as well as ideal selfimage has a significant influence on attitudes and intention to use (Hypothesis 1). We also find significant correlations in this study indicating a significant positive relationship between image and the variables defined (Hypothesis 2). Again, based on the T 2 statistic, we could not find any significant differences between the correlations for actual and ideal congruence with regard to attitudes and intentions. The correlation between actual and ideal congruence for this sample was .90 (p < .01). Similar to the previous study, we used the means of actual and ideal image congruence to further investigate the joint effects of congruence.
MANCOVA Friends Versus Colleagues
After testing the assumptions using the same procedures as in Study 1 (correlation between attitude and intention was r = .72, p < .01), a MANCOVA was conducted to further explore the effect of public surroundings, that is, we investigated the effect of different peer groups: friends versus colleagues. The results of the MANCOVA are summarized in Table 6 . For these scenarios we also found a significant interaction effect, V = .143, F(2, 199) = 16.607, p < .001, as well as significant main effects for both situation, V = .049, F(2, 199) = 5.151, p = .007, and image congruence, V = . 667, F(2, 199) = 198.864, p < .001 . Again, the alternative model with image of mobile banking instead of image congruence yielded poor results (adjusted R 2 attitude = .054, adjusted R 2 intention = .073). ANCOVAs were conducted to further explore our hypotheses. The results are presented in Table 7 . The cell means for the interaction between image congruence and situation are depicted in Figure 4 .
In line with Study 1, the significant interaction effect, F(1, 200) = 33.214, p < .001, indicates that the type of consumption situation had a significant effect on attitude only for the respondents exhibiting low overall congruence, whereas the attitudes for respondents exhibiting high overall congruence did not differ between situations. Although we expected this interaction effect based on our first experiment, attitudes are evaluated more positively when the consumer is surrounded by friends instead of colleagues. Therefore, we cannot accept Hypothesis 6a. In addition, the results imply that high overall congruence leads to a more favorable attitude than a low overall congruence, F(1, 200) = 373.004, p < .001. Furthermore, respondents had a significantly more favorable attitude in the friends situation compared with the colleagues situation, F(1, 200) = 10.245, p = .002. The main effects are again separately investigated by means of one-way ANOVAs. These again illustrate significant results for image congruence, F(27, 176) = 3.183, p = .001, providing additional support for Hypothesis 1a. Moreover, significant results are found for the situation, F(1, 202) = 10.570, p < .001, confirming Hypotheses 5a.
The same results were found regarding intention to adopt wireless services. A significant interaction effect was found, F(1, 200) = 23.296, p < .001, which again illustrated that the type of consumption situation had an effect on respondents displaying a low overall congruence. However, in this case, the effect was found to be stronger in the friends situation, implying that we cannot accept Hypothesis 6b. Moreover, the main effects seem to suggest 3. Similar patterns were found within each subsample, leading to no significant differences between subsamples. that respondents with an overall high congruence display a significantly higher intention to use wireless services than those with low overall congruence, F(1, 200) = 290.981, p < .001, whereas consumers in the friends situation demonstrate a higher intention to use wireless services than respondents in the colleagues situation, F(1, 200) = 5.243, p = .023. Further inspection of the main effects leads to further support for our hypotheses. For both image congruence, F(27, 176) = 3.978, p < .001, and situation, F(1, 202) = 12.730, p < .001, significant results were found, validating our initial results regarding Hypothesis 1b and providing support for Hypothesis 5b. Again, we used an open-ended question as a check for our results. In the friends situation, the social surrounding was mentioned most often by the respondents as the reason for their behavior (94%). In the colleagues scenario, however, fit with personality and/or style was cited most frequently (75%). The implications of these findings are now discussed.
DISCUSSION
The general purpose of this study was to identify the effect of image congruence on attitudes and intentions to adopt wireless services. Moreover, we aimed to investigate how these effects were moderated by the consumption situation. Consistent with previous findings (e.g., Graeff 1997; Hogg, Cox, and Keeling 2000) , image congruence seems to have a substantial effect on consumers' evaluations. However, concerning the effects of different types of self-image, a number of interesting results were found. On the basis of our findings, we can conclude that both actual and ideal self-image have an influence on the adoption of mobile services, regardless of the situation. Both effects are present and have a significant impact on attitudes and intentions to adopt. Our results also enable us to nuance this general finding with regard to the different types of consumption situations that have an effect on the consumer's attitude and intention to adopt. Specifically, consumers seem to be influenced by social situations. This is consistent with our expectations based on research concerning social identity (Grewal, Mehta, and Kardes 2000; Tajfel and Turner 1986) . When investigating the type of social situation, results indicate that consumers are influenced more strongly by their friends than by their colleagues. An explanation for this might be that the respondents experience a stronger social tie, or even social pressure, when surrounded by their friends as opposed to their colleagues. In addition, the working environment might be recognized as a less personal environment where social influences are experienced less strongly by consumers. However, these types of strategies will only be effective for consumers whose self-image is inconsistent with the service image, whereas the results demonstrate that consumers exhibiting a high overall congruence seem to be fairly stable in their evaluations. Although surprising, this effect may be interpreted as follows. When the image congruence is low, consumers may look for other signals. Herr, Kardes, and Kim (1991) in their research have found that influences from the consumer's environment lead to favorable attitudes, even when extensive, diagnostic attribute information is available that would lead to less positive evaluations. Similarly, in the current setting, the situational influence overrules the effect of low congruence, leading to a more positive attitude and intention to adopt when consumers are surrounded by others, and specifically by friends.
Overall, we can conclude that image congruence has a strong impact on consumer evaluations. Although previous research has already demonstrated the relevance of image in the adoption process as such (Plouffe, Vandenbosch, and Hulland 2001) , these results indicate the importance of the fit between a consumer's image and the image of innovative, wireless services.
SUGGESTIONS FOR FURTHER RESEARCH
During the process of our research, several limitations were encountered. These limitations suggest directions for future research and point to a number of theoretical implications. First of all, the experimental design pertained to a laboratory experiment. As a consequence, the generalizability of the findings would be limited with regard to real-life settings. Furthermore, an experimental design might suffer from limitations pertaining to a possible lack of realism. For instance, our study involved a single sample of each subject group judging one hypothetical scenario on the basis of limited information. Even though the results of the manipulation check demonstrate successful manipulation of various consumer situations, there might be a difference between simulation and real experience, affecting the way in which respondents react to the situation. Several researchers (e.g., de Ruyter and Wetzels 1998) have suggested the use of audiovisual scenarios that are more realistic than verbal stimuli. However, simulating consumption situations might be complicated in the current research setting.
Although our study adds to the understanding of the role image congruence plays in determining consumer intentions, it is merely a first step in fully understanding the impact of the various dimensions of the self-concept. Sirgy (1982) provided an overview of these dimensions. Although the two dimensions actual and ideal self are most predominantly present in the literature, further insights could be gained by incorporating additional 356 JOURNAL OF SERVICE RESEARCH / May 2005 dimensions of the self-image, such as the relational self or social self.
In addition, other situational influences could be incorporated. Although the focus in the current research has been on significant others surrounding the consumer, further research may investigate consumer predispositions that are known to influence consumer behavior (e.g., mood). Similarly, personality traits have not been included in the current research. A useful segmentation variable in this area might be Parasuraman's (2000) Technology Readiness Index. For example, consumers who are less "technology ready" might be more willing to adopt innovations if they perceive a fit with their own image, that is, the signal is more important for them than for consumers who are more technology ready. Furthermore, this research does not take into account changes over time. Karahanna, Straub, and Chervany (1999) have made a substantial contribution in this field by investigating preand postadoption beliefs. However, as Karahanna, Straub, and Chervany stated, our knowledge about how these beliefs and attitudes change over time is still limited, indicating a need for further research in this area.
Finally, future research should focus on a broader range of services. However, it can be argued that other categories are even more embedded in social settings (e.g., mobile entertainment and communication services), which leads us to believe that investigation of these types of services should confirm our findings. Moreover, past research has mainly focused on functional aspects when studying adoption of new technology or services (e.g., Davis 1989), whereas socioemotional aspects have been included implicitly (e.g., Rogers 1995) . The relevance of image congruence in the current study signals the need for research regarding adoption theory that goes beyond functional relevance. In particular, more attention should be devoted to the role of social networks in the adoption and diffusion of innovative networks.
MANAGERIAL IMPLICATIONS
There are several managerial implications to be drawn from this study. First, the current research suggests that employing various consumption situations as a promotional tool might be very effective with respect to consumers whose self-image is not consistent with the wireless service image. Instead of focusing on the overwhelming (functional) possibilities mobile services offer, managers should exploit the use of socioemotional aspects when marketing wireless services. While most companies have focused on the individual, marketers should realize the importance of the social surroundings in the adoption process.
Moreover, techniques related to viral marketing might be useful in promoting wireless services. Using consumers to introduce other consumers to new services might be the most effective way to create consumer acceptance. Companies need to create opportunities for "wireless worth of mouth," for example, by allowing users of a particular service to invite other potential customers for a free trial. Focusing on social networks to spread these innovations might be particularly helpful, as other interactive services such as Short Message Service (SMS) have been spread effectively through these networks.
Finally, given the impact of image congruence on the adoption of new services, marketers should consider segmenting their markets in terms of consumer image. Analyzing the firm's customer base may disclose different clusters of images. Developing and positioning new products or services close to these images may speed up the adoption process. For example, through Nokia 5100, Nokia is targeting consumers with a sporty self-image. The phone is designed to resemble a "six-pack" (i.e., welldefined abdominal muscles), and the promotional campaigns portray athletic people. The promotional slogan "shaped by performance" emphasizes the match between the athletic consumer and the phone design to an even greater extent. In general, Nokia claims that their phones are "designed to make an impression" (www.nokia.com). This strategy can certainly be extended to numerous innovative (wireless) services.
